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 3 
Introduction 
 
This project consists of a weeklong, four-lesson unit for middle school aged girls that 
uses print advertising to promote positive body image and self-esteem. The lessons cover how 
women have been represented in print advertising throughout history, how contemporary 
advertising simultaneously represents modern beauty ideals and subjugates women, how social 
media images perpetuate and maintain unrealistic beauty standards, and how rape culture and 
violence against women is sanctioned through violent portrayals of women in advertising. My 
interest in developing a curriculum for middle-school girls started when I interned with a school 
psychologist in Spring 2014 and one of my responsibilities was to help teach health class for 
seventh-grade girls. I was very disappointed with their health curriculum, which only focused on 
reproductive health and anatomy and failed to address the multitude of psychosocial issues that 
adolescents encounter. I was then determined to use my combined expertise in psychology and 
art history to dissect advertisements’ visual properties and help girls understand how they 
communicate psychologically harmful messages.  
The Need for Media Literacy Among Teenage Girls 
Research demonstrates that because adolescence is when people start to form their self-
identity, teenagers are particularly vulnerable to suggestions on how they are supposed to look. 
They also seek acceptance from their peers and potential mates, so they are more driven to 
perceived as “attractive.”1 Young girls also tend to feel increased body shame, which happens 
when they view a discrepancy between their ideal body image and their own body. Knauss et al. 
suggest that much of teenage girls’ body shame comes from girls internalizing how the media 
                                                
1 Beth Theresa Bell and Helga Dittmar, “Does Media Type Matter? The Role of Identification in Adolescent Girls' 
Media Consumption and the Impact of Different Thin-Ideal Media on Body Image.” Sex Roles 65 (2011): 479. 
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expects them to look as well as the media actively pressuring girls to look a certain way.2 
Additionally, modern teenagers spend an extensive amount of time (! of their day) engaging 
with various forms of media, so they are particularly susceptible to the influence of detrimental 
messages.3 All of this research demonstrates that young girls need to be specifically taught how 
to appropriately understand and critically analyze media messages from a young age so they can 
buffer the effect that extensive media exposure will eventually have on their body image and 
self-esteem. 
By the end of this unit, students will have a firm understanding of how heavily 
constructed advertisements perpetuate false beauty standards and induce low-self esteem in 
young girls. However, they will also have the visual analysis to critically analyze these images to 
understand their underlying messages and how the image’s carefully doctored visual components 
work together to convey a certain message. By exposing them to mildly violent imagery, I plan 
to heighten my students’ awareness of how society promotes violence against women and teach 
them what they can change in their own lives to reverse these detrimental notions. In addition to 
gaining fundamental art historical analysis skills, students will hopefully have improved self-
confidence due to their new awareness of advertising’s falsities and their knowledge of terms 
including “beauty ideals,” “body shame,” “body image,” and “self-objectification.” Finally, I 
hope that my students will learn to apply a critical lens when they encounter images in everyday 
life that perpetuate beauty ideals, particularly personal social media from Facebook, Instagram, 
and Snapchat.   
  
                                                
2 Christine Knauss, Susan J. Paxton, and Francoise D. Alsaker, “Body Dissatisfaction in Adolescent Boys and Girls: 
Objectified Body Consciousness, Internalization of the Media Body Ideal and Perceived Pressure from Media.” Sex 
Roles 59 (2008): 641. 
3 Shelley Spurr, Lois Berry, and Keith Walker, “Exploring Adolescent Views of Body Image: The Influence of 
Media Issues.” Comprehensive Pediatric Nursing 36 (2013): 18. 
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The Faults in Existing Psychosocial Health Curriculums for Middle School Girls 
 When sex education was first introduced into American schools in the 1960’s, it taught 
anatomy and physiology and promoted suppressed sexuality, especially for females. Proponents 
of sex education wanted comprehensive instruction that would address rising rates of teenage 
pregnancy and venereal disease. However, those who were against sex education argued that 
such education would lead to increased promiscuity and premarital sex.4 Research has been 
conducted that demonstrates the contrary; after being educated about sexuality, both male and 
female students reported a decrease in sexual activity.5 During the 1980’s, there was much 
negative societal sentiment surrounding sex education due to the AIDS crisis, and advocates of 
sex education received much backlash from the Religious New Right for promoting the use of 
contraceptives. Also, the feminist movement put pressure on sex education’s promotion of a 
double standard where boys were encouraged to explore their sexuality while girls were expected 
to remain chaste.6 To this day, gender role socialization in society has caused girls to repress 
their sexuality or risk being known as a slut. Society communicates to women that they are 
expected to fulfill men’s sexual desires, while men are simultaneously encouraged to treat 
women as objects rather than sexually equal beings with agency. In addition to teaching about 
reproductive anatomy, safe sex, and the dangers of alcohol, drugs, and smoking, sex education 
needs to address its inherent subjugation of women and focus on promoting positive 
relationships with female sexuality, gender, and bodies.  
                                                
4 Shelley L. Balanko, “Good Sex? A Critical Review of School Sex Education.” Guidance & Counseling 17.4 
(2002): 117.  
5 Bill Rees and Steve Zimmerman, “The Effect of Formal Sex Education on Sexual Behaviors and Attitudes of 
College Students.” Journal of American College Health 22.5 (1974): 370–371.  
6 Balanko, “Good Sex”, 117.  
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There has been a focused effort on developing programs for girls that promote positive 
body image and self esteem to combat media imagery’s perpetuation of unrealistic beauty 
standards. One of the most promising programs, the Dove Workshop for Body Confidence, uses 
discussion, role-play, stimulus films, and analysis of advertisements to help students understand 
appearance-related pressures, how the media manipulates images to reinforce such pressures, and 
how comparing people can be harmful for promoting positive self-esteem. Similarly, Happy 
Being Me is a series of three hour-long programs that are designed to help increase 11-14-year-
old girls’ body satisfaction. The first session explains western beauty ideals by looking at media 
images and teaches girls that beauty ideals are impossible to attain and that factors other than 
physical appearance contribute to a person’s value, the second session tries to get girls to change 
the way they converse with each other about physical appearance so they feel more confident 
about their bodies, and the final session teaches girls about how harmful comparing themselves 
to others can be for their body image. These curriculums do a great job of promoting positive 
body image and self-esteem, but they could benefit from more focused visual analysis to provide 
evidence to support how media imagery perpetuates harmful values.  
While the Dove Workshop for Body Confidence does use some media literacy techniques 
to teach girls about the harmful underlying messages in advertising, there is a gap in existing 
programs on how visual analysis can be used to unpack an advertisement’s covert tactics of 
perpetuating beauty ideals. The Everybody’s Different media literacy curriculum aims to teach 
students how to critically analyze the content and meaning of media messages, how the media 
perpetuates doctored images that negatively impact self-esteem, and that everybody is different 
and valued. As opposed to a scripted lesson, Everybody’s Different consists of activities that 
teach media literacy. For example, in Activity 2: Picture Perfect, the teacher presents an 
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advertisement and the students discuss who created the image, why the image was created, what 
is its main message, how is the message being put across, what techniques are being used to put 
the message across, how the message has different meaning for different people, and whether 
they like the message. While some of these questions are helpful, they are slightly vague and the 
students would benefit from a combination of more emotional questions combined with practical 
visual analysis prompts. Also, in Activity 5: Talking Advertisements, the teacher first asks the 
students why advertisements exist and then records the different answers on the board. Then, the 
students each find an advertisement in a magazine and discuss what the ad tells them about the 
product, how it informs them about the characteristics, properties, or benefits of the product, how 
it encourages them to buy the product, and whether it tries to “sell” something that goes along 
with the product. These questions successfully articulate that the ad is selling a message and 
ideal in addition to the product itself, but this analysis needs to be supplemented with more 
prompts about the visual tactics that are being used. My curriculum will combine discussions of 
how realizing the falsities behind advertising makes students feel and how it impacts their self 
complex along with more focused visual analysis questions that reach similar conclusions by 
asking students about the ad’s treatment of bodies, composition, space, light, and color.  
My Curriculum 
 To address the current gap in health curricula, I have decided to focus my curriculum on 
the missing psychosocial component of teaching girls to be satisfied with themselves, their 
bodies, and their sexuality. In order to demonstrate how modern women have progressed since 
the 1960’s and that there is still social progress to be made, the first lesson in my curriculum will 
focus on how women used to be represented in older advertisements. Then, to build on the 
feminist notion that women are still expected to be sex objects for men, the second lesson will 
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look at contemporary advertisements where women are objectified and their sexuality is used to 
sell products. To make the curriculum even more relatable to middle school students and 
highlight the prevalence of unrealistic beauty standards in their own lives, the third lesson will 
use images from social media sites to communicate that we reproduce society’s beauty ideals in 
our own construction of images that we share with our peers. Finally, to underscore that society 
teaches men that it is acceptable to be violent towards women and that women are unfairly 
shamed for expressing their sexuality, the fourth lesson will explore advertisements where 
violence against women is used as a sales tactic. Teaching these topics using thorough visual 
analysis and probing discussions will allow girls to feel comfortable and confident as they grow 
up rather than nervous and ashamed of their sexuality and gender. My curriculum will go beyond 
other curricula with a psychosocial focus by prompting the students to analyze the 
advertisements’ formal qualities in addition to subject matter and drawing connections between 
design choices and detrimental messages.  
My Academic and Career Interests 
 This project is the perfect synthesis of my work at Skidmore in both the Art History and 
Psychology departments. In the future, I plan to work extensively with children and adolescents 
on improving their overall mental health and helping them with psychosocial adjustment issues. 
Hopefully, much of this work will occur in a school setting, so this curriculum will be a valuable 
tool for me to help teach my middle school students about body image and self-esteem. 
Additionally, my extensive background in art history sets my curriculum apart by drawing 
attention to the formal qualities of advertisements and explaining how subliminal media 
messages lie in the ad’s compositional and design elements. The practice that I gained delivering 
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this program to a sample group of students helped me enhance my presentation skills and will 
serve me well in my future endeavors as an educator or a therapist.  
 
Project Limitations 
 When I piloted a lesson from my curriculum with a group of seventh-grade girls from 
Dwight Englewood School, I was surprised to find how informed and receptive they already 
were about the media sending harmful messages. It is important to recognize that the girls I 
worked with come from an extremely privileged educational environment and socioeconomic 
background, so their media literacy skills probably exceed those of the average American middle 
school girl. Therefore, while my curriculum was perhaps of limited use for my pilot population, 
it is still necessary for students from less privileged backgrounds and more rural areas where 
discussion of media literacy is limited. Ideally, this curriculum would work well with a group of 
students who have never been exposed to criticism of popular media images or students who 
come from environments where sexuality and gender issues are seldom discussed. However, 
despite their strong existing knowledge base, the Dwight Englewood students could become 
even more astute regarding media literacy by applying the additional skills that I am teaching. 
Analyzing an advertisement’s formal qualities in addition to its subject matter adds a whole new 
level of understanding to how ads perpetuate harmful beauty ideals, and all students could 
benefit from applying that mindset and skills to their everyday readings and reception of media 
images.  
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Lesson 1: Beauty Ideals Over Time  
 
Objectives: 
•! Understand the definitions of beauty ideals and objectification 
•! Identify changing beauty ideals throughout history  
•! Compare older beauty ideals to current beauty ideals 
•! Identify beauty ideals in the ads that are being discussed 
 
Discussion Points: 
•! Looking at these drawings of men and women from different periods in history, what 
differences do you notice between them? 
•! If all these images represent beauty ideals, why do you think they don’t look the same?  
•! What beauty ideals does Marilyn Monroe represent? What about the Victoria’s Secret 
models? 
•! How are these beauty ideals represented in older ads?  
 
Activity: 
•! Activity One (Ten Minutes): Presentation of a PowerPoint that covers the listed 
objectives. Throughout the PowerPoint, the instructor will prompt students to discuss the 
above questions.  
•! Activity Two (Fifteen Minutes): The students will be split into three groups and each 
group will use the visual analysis worksheet to analyze either the Blackstone, Love’s 
Baby Soft, or Tipalet ad. 
•! Activity Three (Fifteen Minutes): Each group will present their findings and we will 
review as a class what older beauty standards were and how they set a precedent for 
contemporary beauty ideals.  
 
Assignment (to be completed prior to class) 
•! http://www.huffingtonpost.com/2014/02/05/perfect-body-change-beauty-
ideals_n_4733378.html 
•! Write a paragraph explaining what you know about beauty ideals and how society tells 
women they are supposed to look. Also, write your opinions about how women are 
portrayed in the media.  
 
Assessment:  
•! Students will be assessed orally via participation, by their homework assignment, and by 
taking thorough notes on the discussion.   
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Visual Analysis Guidelines 
 
Blackstone:  
•! The bolded caption states that cigarettes have the “shape you like best,” and implies that 
the ad's consumers, or members of society, prefer and expect thinness. The text suggests 
that the cigarettes' shape is "slim and trim" which is why the ad features a skinny woman. 
Her arm and legs are twisted in an unnatural position to make her look particularly thin.  
•! The deliberately male audience is indicated in the text which reads "Here's to man-sized 
enjoyment," which implies that the product is meant to be enjoyed by men. The ad 
features a man who is comfortably reclining in contrast to the woman, who is sitting up in 
a contorted position. This body positioning alone reflects the author's expectation that 
women have to appear a certain way or change their bodies to appeal to men, rather than 
enjoy the luxury of being able to lay back and enjoy a cigarette. The man is also not 
engaging with the woman, as she is just expected to sit there and pose for his enjoyment. 
Her shirt reveals much cleavage to appeal to the ad's male audience. 
 
Love’s Baby Soft: 
•! The woman in this image wears a white lace dress whose style mimics that of a young 
girl's dress. She sports the typical ideal facial expression, with big eyes and parted lips, 
and she holds a lollipop to her lips, a candy which is associated with both childhood and 
sexual play.  
•! Although the dress is childlike, it is extremely low cut so as not to take away from the 
woman's sex appeal. The woman also lifts her dress up her thigh slightly, which could be 
construed as both a flirtatious move and a girl fussing with her dress. The portrayal of 
this woman as both an innocent child and a sexy woman reflects how society expected 
women to behave sexually yet innocently, two contradictory personas.  
•! The ad's caption points out that being innocent and childlike is sexy, which highlights the 
notion that women were frequently infantilized yet expected to behave like naughty 
adults at their husband's command. 
 
Tipalet: 
•! First, the woman takes up more than half of the space, and her chest takes up about a 
quarter of the space. Also, the only place in the ad where the actual cigarettes are 
depicted are right next to her cleavage, so if the viewer was looking for the cigarettes, 
they would end up seeing her cleavage too.  
•! The ad's caption also demeans the woman with a sexual innuendo; while the man in the 
background is literally watching her smoke a cigarette, he is also watching her body 
"smoke" as though it is hot or sexually appealing.  
•! The ad clearly targets men by saying "give it to her," meaning that the cigarettes are his 
and that he should be titillated by this woman smoking, both literally and figuratively. 
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The man's predatory gaze demeans the woman because he is present in a scenario where 
the woman is already being objectified.  
•! The woman adheres to typical beauty standards with her smooth skin, straight hair, big 
eyes, and plump lips, and further perpetuates how a "smoking" woman should look. 
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Lesson 2: Modern Beauty Ideals and the Objectification of Women   
 
Objectives: 
•! Understand how girls view themselves in relation to the women in ads 
•! Understand the definitions of self-objectification and body shame  
•! Identify and understand ways in which models in ads have altered appearances 
•! Identify beauty ideals and mechanisms of objectification in the ads that are being 
discussed 
 
Discussion Points: 
•! Higher ratings on the Media Attitudes Questionnaire suggest more perceived realism of 
the ads, desirability of looking like people in ads, and positive beliefs about being thin. 
What do you think your class’s results suggest about your attitudes towards women in the 
media?  
•! What did you find surprising, unreal, or unlikeable about what you saw in the film? 
•! Thinking about how different the model looks after all of the styling and airbrushing, 
how does seeing this manipulation make you feel? 
•! Why do you think this manipulation you see in the film is unfair and misleading? 
•! Why do you think it is unfair or unrealistic to compare the way you or you friends look to 
manipulated images of people you see in professional media?  
 
Activity: 
•! Activity One (Ten Minutes): Presentation of a PowerPoint that covers the listed 
objectives. Throughout the PowerPoint, the instructor will prompt students to discuss the 
above questions.  
•! Activity Two (Fifteen Minutes): The students will be split into three groups and each 
group will use the visual analysis worksheet to analyze the Budweiser, K-Swiss, or Nikon 
ad.  
•! Activity Three (Fifteen Minutes): Each group will present their findings and we will 
review as a class what contemporary beauty standards are and how it is unrealistic to 
compare the way they and their friends look to manipulated images of people they see in 
professional media. 
 
Assignment (to be completed prior to class) 
•! Complete the Media Attitudes Questionnaire  
•! http://www.huffingtonpost.com/neal-samudre/6-things-we-lose-from-objectifying-
women_b_4886980.html  
 
Assessment:  
•! Students will be assessed orally via participation and by taking thorough notes on the 
discussion.  
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Visual Analysis Guidelines 
 
Budweiser: 
•! Incorporation of the woman's attire into the bottle's label objectifies her by using her 
body as an object; in this case, a beer bottle. By using her sex appeal to sell their product, 
Budweiser exploits this woman's beauty to appeal to their male customers. 
•! The woman looks seductively at the viewer and tugs at her dress strap to reveal more of 
her breast. Her waist is unrealistically slim, and her hair and skin are flawlessly shiny.  
•! Theoretically, if the woman were a part of the bottle, she lays on the label, which is 
where a person would hold the bottle while they are drinking it. If someone were to pick 
up this bottle, they would be grasping the woman's body. This implied physical grasp 
over the woman who is part of the bottle resonates with the societal notion that men can 
control women.  
•! Drinking beer is a relaxing leisure activity that embodies stereotypical masculinity. Since 
beer is visually associated with a beautiful woman, the ad implies that men should 
experience the same feelings of masculine dominance when seeing a beautiful woman 
that they do while enjoying a beer.   
 
K Swiss: 
•! This ad tells women to be "pure," which hints at the societal expectation for them to be 
virginal yet beautiful and sexy. She also wears white, which is historically associated 
with purity and further perpetuates the double entendre that women should be pure by 
wearing K-Swiss sneakers and remaining sexually chaste. 
•! The woman pictured embodies stereotypical beauty with her large breasts, flat stomach, 
ribs showing through her side, skinny legs, and long, blonde hair.  
•! The actual sneakers are somewhat masked by stripes and the company’s logo is tiny and 
barely emphasized, while the woman's torso is perfectly clear; the woman's body is 
emphasized over the actual product. The mountains in the background echo the woman’s 
torso.  
 
Nikon: 
•! This ad promotes the society's beauty ideal and preference for large breasts along with 
encouraging women to alter their bodies to look like the ideal. In the ad, the two women 
are virtually the same with the exception of their breasts.  
•! The implication is that with the Coolpix 3100, the camera with more pixels, the woman's 
breasts will be in higher resolution and therefore more prominent.  
•! The woman on the right points her nose up and almost looks down upon the woman on 
the left, who timidly looks at the woman opposite her as though there is something wrong 
with her own body.  
•! The room in which the women stand looks very surreal, as though they are in a room full 
of reflective surfaces. This notion of hyper-vigilance and looking in the mirror at one's 
own body is the exact behavior that society encourages yet is so harmful to women's 
body image and self-confidence.  
•! The way in which the light shines on the left woman minimizes her body and almost 
slices her in half, therefore perpetuating the unrealistically thin beauty standard. 
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Lesson 3: The Role of Social Media in Upholding Beauty Ideals     
 
Objectives: 
•! Understand the variety of media sources that perpetuate beauty ideals and how different 
sources promote ideals in unique ways  
•! Understand the comparison trap and the detriment of comparing appearance between peers  
•! Identify beauty ideals and unrealistic alterations in social media images of celebrities 
•! Understand the implications of heavily altering images of oneself and posting them on social 
media and comparing one’s own appearance to social media images 
 
Discussion Points: 
•! How does constantly comparing yourself to others affect your self-esteem? 
•! How might you, or your friends, or young people in general, manipulate or change images in 
personal and social media? 
•! Do you think the images you and your friends see and share on personal and social media 
represent ‘real’ life? 
•! When someone like you sees these images in personal and social media, how does it make 
them feel about their own appearance? 
•! Why might comparing their appearance to these images make them feel bad? 
 
Activity: 
•! Activity One (Five Minutes): Students will share their findings from their media diary 
homework assignment with a partner.  
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•! Activity Two (Five Minutes): Presentation of a PowerPoint that covers the listed objectives. 
Throughout the PowerPoint, the instructor will prompt students to discuss the above 
questions.  
•! Activity Three (Fifteen Minutes): The students will be split into three groups and each group 
will use the visual analysis worksheet to analyze Kylie Jenner’s, Shay Mitchell’s, and 
Kendall Vertes’ Instagram pictures.  
•! Activity Four (Fifteen Minutes): Each group will present their findings and we will review as 
a class what contemporary beauty standards are and how it is unrealistic to compare the way 
they and their friends look to manipulated images of people they see in professional media. 
 
Assignment (to be completed prior to class) 
•! Students will keep a record of all the different types of media they are exposed to in a 24-
hour period and write down the main messages of each piece of media that they see. They 
will then bring their record along with their own example of a media image to class.  
 
Assessment:  
•! Students will be assessed orally via participation, their homework assignment, and by taking 
thorough notes on the discussion. 
 
 
 
 
 
 
 
Visual Analysis Guidelines 
 
Kylie Jenner:  
•! Kylie’s hair is specifically draped to cover one eye; hair does not naturally fall this way, so 
she placed it there for the sake of the picture and to create a mysterious look as though a 
mask is covering her face. Also, the line her hair creates perfectly brushes the edge of her 
nose, so her nose’s slim shape is accentuated. Her hair is clearly styled with a curling iron, 
which suggests that she altered her appearance before taking this “casual” photo in the car.   
•! Kylie’s lips are overly outlined to make them appear fuller. They are slightly parted in a way 
that mimics some of the sexual expressions from ads depicting beauty ideals. Her expression 
is extremely sophisticated for a sixteen-year-old, which encourages young girls who view 
this image that they should pose in a similarly sexual way.  
 
Shay Mitchell: 
•! The tones and sharpness of Shay’s picture suggest that she applied filters to it before posting 
it for her fans. The vivid outlines on her glasses, shirt, and individual strands of hair are 
unnaturally distinguished, and the rays of light coming from the image’s upper-left corner are 
visible in a way that could only be achieved through a filter. The obvious application of 
filters to this image suggests to Shay’s extensive fan base of teenage girls that to look as 
beautiful as she is, they need to apply filters to images of themselves.  
 
Kendall Vertes: 
 27 
•! Instagram has a filter that blurs the edges around a central focal point, which Kendall used to 
focus on her face. Her clear alteration of the image perpetuates the notion that girls should be 
adjusting images of themselves to make them desirable on social media sites.   
•! The combination of eleven-year-old Kendall’s thick, cat-eyed eyeliner and plump lips 
combined with her casual t-shirt and baseball hat demonstrate how much makeup she is 
wearing on a normal day. While most people would consider Kendall to be too young to be 
wearing that much makeup on a daily basis, Kendall’s young fans who see this image and 
aspire to be like her will think that they should also alter their appearance with makeup even 
when they are dressed casually. Celebrities like Kendall are role models for young girls, and 
when they perpetuate the use of makeup and altering appearances, their fans will follow.       
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Lesson 4: Violence Against Women in the Media and Contemporary American Society      
 
Objectives: 
•! Identify ways in which men and women have different behavioral standards  
•! Understand the definition of double standard and how double standards and unequal 
expectations lead to the mistreatment of women 
•! Understand how advertising portrays and condones violence against women 
•! Understand the messages that ads where women are disrespected send to the rest of 
society, particularly men, about acceptable ways of treating women 
 
Discussion Points: 
•! In what ways does our society treat women differently than men?  
•! How do double standards lead to women being mistreated? How does our use of 
language uphold double standards?  
•! How does slut shaming reflect this double standard?   
•! Do you think that these types of ads are flattering towards women? 
•! What kinds of messages do you think these ads send to men who see them? 
•! What thoughts can we keep in mind when we see women being disrespected in 
advertising?  
 
Activity: 
•! Activity One (Ten Minutes): Presentation of a PowerPoint that covers the listed 
objectives. Throughout the PowerPoint, the instructor will prompt students to discuss the 
above questions.  
•! Activity Two (Fifteen Minutes): The students will be split into three groups and each 
group will use the visual analysis worksheet to analyze the Jimmy Choo, Loula, and 
Relish ads.  
•! Activity Three (Fifteen Minutes): Each group will present their findings and we will 
review as a class how these ads undermine women’s agency and suggest that it is 
acceptable for men to be violent towards women.  
 
Assignment (to be completed prior to class) 
•! Read: http://college.usatoday.com/2014/10/21/does-social-media-affect-students-self-
esteem/ 
•! Read: http://www.mnn.com/health/fitness-well-being/blogs/how-social-media-affects-
body-image 
•! Make a list of five different things you could say to a friend the next time they compare 
themselves to a media image that promote body confidence.   
 
Assessment:  
•! Students will be assessed orally via participation, by assessing their homework response, 
and by taking thorough notes on the discussion. 
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Visual Analysis Guidelines 
 
Jimmy Choo: 
•! This ad promotes violence against women by using a seemingly unconscious or dead 
woman to model their shoes. A man sits on the edge of a car holding a spade, which he 
could have conceivably used to beat the woman. His face looks angry and uninviting, and 
it is quite possible that he is the one who put the woman in the trunk. The man is also 
digging a hole, which could be where he plans to discard of the cargo, or human being, in 
his trunk.  
•! Although she theoretically just suffered from an attack, the woman appears pristine, with 
her clean white dress, thin legs, strappy sandals, and perfect hair. The fact that the woman 
does not appear battered indicates that she, and other women, can handle violence and 
still look beautiful, which advertising thinks is a woman's most important quality, 
therefore justifying violence against women.  
•! The car's setting in a deserted area also implies that the man tried to cover up his crime 
by hiding her in a hole in the middle of the desert, which insinuates to men that 
committing a violent act against a woman is acceptable as long as you hide it. This 
glamorized portrayal of a violent crime that is completely irrelevant to the product being 
advertised demonstrates advertising’s trend of glorifying violence against women. 
Loula: 
•! This ad uses implied violence against women, an already glamorized theme in the media, 
to suggest that Loula is an upscale store. The Mercedes Benz logo on the car, even 
though the car contains a dead body, confers elegance onto Loula because Mercedes 
Benz already has an upscale reputation. While the logo successfully creates an 
association of grandeur, the dead female body in the trunk does not contribute positively 
to the store's image.  
•! The body clearly belongs to a woman due to the person's high-heeled boots, painted 
fingernails, and smooth, skinny legs. As if it weren't enough that the woman is trapped, 
suffocating, or dead in the trunk, a rope hangs out the back, which is used to further 
confine the woman. Although the ad is supposed to promote a high-end store, its strange 
imagery choice of a victimized woman perpetuates the notion that violence against 
women is acceptable in our culture. 
Relish: 
•! This ad associates the appealing notion of "bad girls", in this case so bad that they are 
getting arrested, with its brand in order to convey that wearing Relish clothing will make 
you like these girls. The officers are handling the women inappropriately; one officer is 
choking the model in white, and the other officer has his hand up the background model's 
dress. Condoning such acts of inappropriate and aggressive contact even if the women 
theoretically did something wrong conveys to viewers that it is acceptable for men to be 
physically and sexually violent against women. 
•! In addition to displaying Relish clothing, the women in the picture also embody beauty 
ideals with their thin, tall figures and perfect hair.  
•! The officers also stand out from the rest of the scene; their dusty blue outfits, which differ 
from the rest of the ad’s cream tone, draw attention to their violence. 
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Dwight-Englewood Demo Lesson Outline 
 
Ground Rules: 
•! Contributions- we’d like everyone to contribute during this class but it’s ok if you don’t 
want to comment.  
•! Confidential- discussions stay within this class and don’t get repeated outside of here. 
•! Respect for diversity- we respect the need for diverse opinions. Everyone’s opinion 
counts, even if it is different from our own. 
•! Ask questions- if you’re confused or unsure, someone else probably is as well.  
•! No interrupting while somebody else is talking 
•! Listen and give helpful feedback 
•! Be nice to people 
•! Have fun 
 
Introductions 
•! Quick name game- say an adjective that begins with the first letter of your name  
 
Media Attitudes Questionnaire 
•! Higher ratings mean more perceived realism of the ads, desirability of looking like people 
in ads, and positive beliefs about being thin  
•! People your age generally think that ads are real, want to look like people in the ads, and 
have positive associations with being thin- that’s why we need this curriculum!  
  
Definitions 
•! Beauty Ideals- the way our culture tells us is the ideal way to look at a certain moment in 
time  
•! Self Objectification- viewing yourself from an outsider’s perspective 
•! Body Shame- when you view a discrepancy between your ideal body image and your 
own body  
•! Body Image- how you internally view your physical appearance 
 
Dove Evolution Film: https://www.youtube.com/watch?v=b7-aaI06_Lw&feature=youtu.be  
•! What did you find surprising, unreal, or unlikeable about what you saw in the film? 
•! Thinking about how different the model looks after all of the styling and airbrushing, 
how does seeing this manipulation make you feel? 
•! Why do you think this manipulation you see in the film is unfair and misleading? 
•! Why do you think it is unfair or unrealistic to compare the way you or you friends look 
to manipulated images of people you see in professional media?  
 
 
 
 
 
 
 
 39 
Visual Analysis of Advertisements 
Split into groups with list of prompts:   
•! Does the human body look natural or idealized? What are its proportions like? How does 
the ad treat the people in it?  
•! How are the different parts of the ad organized? Are certain objects larger or smaller? Is 
there a focal point? Are the different objects unified or spaced apart? Are any images 
repeated? Does the makeup (composition) of the ad direct the viewer’s attention in a 
particular way?  
•! Is the space inside the ad 2D or 3D? Is it separated into different parts? Does the ad allow 
the viewer to be apart of its space?  
•! What kinds of colors are used? What associations to you have with the colors? What do 
the different colors do to the main objects? Why are certain objects particular colors?  
•! What kind of light do you see in the ad? Is the ad bright or dark? Are there shadows? 
What do the lights accomplish? Do they highlight a person or a product? Do they make a 
certain atmosphere?  
 
•! What does this picture tell you about the product? 
•! How does it inform you about the characteristics, properties, or benefits of the product? 
•! How does it encourage you to buy the product? 
•! Does it also try to “sell” something that goes along with the product?  
 
Social Media Conversation 
•! Do you think the images you and your friends see and share on personal and social media 
represent ‘real’ life?! 
•! When someone sees these images in personal and social media, how does it make them 
feel? 
•! How might these images cause someone to think or feel about their own appearance? 
•! Why might someone comparing their appearance to these images make them feel bad? 
 
Closing: Think of a special woman in your lives 
•! What makes them special isn’t appearance related  
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Dwight Englewood Lesson Reflection 
I started off my lesson day by giving a brief, 20-minute version of my full lesson to a 
group of 8 eighth-grade girls during their homeroom period. My former drama teacher heard that 
I was coming and asked me to do a mini-lesson for her eighth grade homeroom, which worked 
out nicely because I could do a test run with actual middle school girls before I presented for the 
whole seventh grade. I initially had a hard time quieting them down and getting them to focus 
because they were very chatty, but as soon as I introduced myself, they seemed to gain interest. I 
explained that I graduated from Dwight-Englewood School in 2011 and that my sister is 
currently a student there to try and establish rapport. I also told them that I was studying art 
history and psychology in college, and I needed their help with my big senior project that 
combines my interests in both art history and psychology. I then shared my ground rules, and 
summarized that I welcomed participation from everyone, questions were encouraged, all 
information shared during the session was confidential, respect everyone’s opinions, and have 
fun. Unfortunately, I did not have time to play a name game, considering that I only had 20 
minutes. In a more ideal situation where I had more time to present, I wish that I had the 
opportunity to interact somewhat informally with my students so we could build more of a 
relationship. 
After establishing why I was there, I started reviewing a few definitions that I came 
across in my research. After defining beauty ideals as the way our culture tells us is the ideal way 
to look at a certain moment in time, I asked the girls to name a few examples of current beauty 
ideals. The girls said “thigh gap,” which is the expectation that women should be so skinny that 
their thighs do not touch, as well as “being thin.” These answers indicated to me that they had a 
firm grasp on what beauty ideals were. I then explained objectification as when people’s bodies 
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are viewed as objects that can be manipulated, and segued into discussing self-objectification, 
which I explained as viewing yourself from an outsider’s perspective as though you are only a 
body rather than a complicated person with thoughts and emotions. I then explained that body 
shame was viewing a discrepancy between your ideal body image and your own body, which 
then leads to negative body image, which is how you internally view your physical appearance.  
The girls seemed to understand the definitions, so I quickly reviewed the results of the 
Media Attitudes Questionnaire. I received completed questionnaires from 54 seventh-grade girls, 
so I averaged the scores for each question and displayed the average score next to each question 
in my slides. My large sample size provided a powerful statistical basis for my results, so I was 
very pleased. I explained to the girls that this questionnaire evaluated how girls saw themselves 
in relation to models in ads, and that overall the seventh-graders mostly disagreed with the 
questionnaire’s statements, meaning that they understood that the ads were unrealistic and that it 
was unfair to compare themselves to models in ads.  
After reviewing the questionnaire, I moved onto the Dove Evolution film. As soon as the 
film started, some of the girls made comments such as “oh, I’ve seen this!” or “oh, this is so 
terrible!” When the video progressed into the section when the model’s facial features were 
being moved around her face with Photoshop, the girls interjected more and expressed 
disapproval and disgust. When the video was over, I asked the girls what they found surprising, 
unreal, or unlikeable about what they saw in the film and how it made them feel. Several girls 
raised their hands and said that they realize how extremely unrealistic the final ad was, and that it 
was not fair for girls to compare themselves to women like the one in the Dove Evolution film 
because they are completely fake and their looks are unattainable.  
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At this point, I pulled up the Budweiser ad and distributed my visual analysis sheets and 
asked the girls to jot down some notes. Everyone took the exercise very seriously and even 
discussed some of their initial observations in smaller pairs. When I re-assembled the group, the 
first comment that was made was how the woman’s leg is much darker and shinier than the rest 
of her body, so it looked extremely unrealistic. The girls then brought up some of the same 
points that I came across during my visual analysis, so I was pleased that they were analyzing on 
such a sophisticated level. For example, one girl commented that the woman was lying on the 
part of the beer bottle that a man would grab, so it was almost as though he was drinking her 
along with the beer. Another girl jumped in and said that the ad is trying to tell men that you can 
get the girl if you drink the beer. I connected their points back to the notion of objectification 
because the woman’s body was turned into a beer bottle and sold to men. All of the girls seemed 
pretty upset by the ad’s underlying message and commented on how gross the ad was. 
Unfortunately, since I had such a short time, we only analyzed one ad because I wanted to move 
on to the Instagram portion of my lesson. I noticed that the girls only got to fill out a small 
portion of my visual analysis sheet, so I made a mental note that I wanted to leave more time for 
visual analysis during the real lesson.  
I was running out of time by this point, so I briefly showed each one of my three 
Instagram posts and then asked the girls whether they think social media images represent real 
life and how it makes them feel when they see heavily filtered and manipulated photos. The girls 
essentially said that they know that most social media photos are heavily filtered so they are not 
entirely real. I also pointed out some unnatural lighting, facial angling, and heavy makeup in the 
Instagram photos that made the girls realize even more that like ads, these images are largely 
fake. I closed the session by asking the girls to think of a special woman in their lives and why 
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they are special to them, and after a few seconds of silence, I said that I highly doubt any of you 
thought of any appearance-related reasons why they loved these women and that we love the 
people who are important to us because of their character rather than their appearance. I was very 
pleased that I got through every part of the lesson, with the exception of name games, 
considering my limited time. It was a successful test-run.  
Later in the day, I met with the high school students who normally lead smaller, single-
sex groups with the seventh graders to explain my lesson plan. I arranged for all of the male 
leaders to do a different activity the seventh-grade boys so I could have all of the girls for my 
lesson. My former English teacher, who was my faculty liaison for organizing this lesson, asked 
me to explain to the high school students how I developed my interest in this topic. I explained 
that last spring, when I interned with the school psychologist at my middle school, one of my 
responsibilities was to teach health class. I was very dissatisfied with the health curriculum, 
which mostly focused on reproductive anatomy rather than socioemotional skills, so I wanted to 
combine my career interest in child and adolescent psychology and my passion for art history to 
create a different and interesting way of teaching important social knowledge to the middle 
school population. I then went through all of my slides for the high school students and 
explained everything except watching the Dove Evolution film and doing the visual analysis for 
each of my three images. The leaders and I then went over to the space where I was presenting to 
set up and await the seventh graders’ arrival.  
As soon as the girls started arriving, the leaders did a great job of getting everyone seated 
quickly and quietly as well as passing out a visual analysis worksheet to every student. My 
English teacher then introduced me and told the group that I am an alumna and my sister is a 
current student to spark their interest, and then it was my time to present. I started by introducing 
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myself and explaining to the girls that they were helping me with my school project, and that we 
were going to use ads to learn more about body image. I then went over the same ground rules, 
and the girls seemed to be very responsive. Because there were approximately 40 girls in the 
room, I thought that playing a name game would be a waste of time and also ineffective for me 
to actually learn people’s names. I then moved on to the Media Attitudes Questionnaire, and told 
the girls that I was very impressed with their scores because they indicated that they were 
relatively aware that media images are unrealistic and did not compare themselves to these 
images as much as I expected them to. After reviewing the questionnaire, I went over my four 
definitions. Once again, after explaining what a beauty ideals, I asked the girls to give an 
example and they said, “being thin.” I went over the definitions for self-objectification, body 
shame, and body image, and asked the girls what positive body image is. One girl said, “being 
fit,” and I redirected her and explained that positive body image is feeling happy about the way 
you look. The girls were extremely well behaved and engaged, which allowed me to move at a 
good pace.  
I then put on the Dove Evolution film and heard similar interjections from the girls that 
they had seen this before and that the manipulations were disturbing. I was very impressed and 
pleased that these girls had some introduction to the idea that the media’s portrayal of beauty is 
quite false. After the video, I asked the girls what they found surprising, unreal, or unlikeable 
about what they saw in the film and how it made them feel. Several people immediately raised 
their hands, so I was excited that I had so many willing participants. I took comments from about 
eight or nine girls, and most of them said that it’s not fair to compare yourself to images like this 
because they are very unrealistic. Interestingly, one girl commented that she felt bad for the 
model in the video because the company clearly thought her natural beauty was not good enough 
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for the ad because they had to change her appearance so much. I was very pleased to see that the 
girls were thinking about the video’s wider implications and how seeing these manipulations 
make girls feel. 
At this point, the girls were very eager to participate, so I told them to channel all of their 
thoughts into the visual analysis sheets. I gave them approximately 10 minutes to fill out the 
sheets, and I distributed color printouts of the Budweiser ad, the K Swiss ad, and the Nikon ad 
evenly throughout the room. I noticed again that the girls could have used more time to fill out 
the sheets because they had so much to say. Also, some of the language I used in the prompts 
was definitely confusing for them, so I need to revise that for next time. I reassembled the group 
and we went through each of the three ads. We started with the Budweiser ad, and the girls 
commented on the woman’s dark, shiny leg and her scantily clad dress. They also noticed that 
the woman’s breasts looked altered, and they were generally quite critical of her appearance. I 
reminded the girls about objectification and how this woman’s body was turned into a beer 
bottle, and they agreed that they found this offensive and undermining for women. We then 
moved on to the K Swiss ad, and the girls immediately picked up on the connection between the 
text that reads “Keep it Pure” and the woman’s white attire. They were shocked that the ad was 
trying to sell sneakers because so much of the focus was on the woman’s body, and they 
recognized her exposed ribs, smooth blonde hair, and shiny legs represented beauty ideals in 
addition to echoing the mountains’ shape in the background. They thought it was strange that she 
was lying down on a tennis court, and that she was only positioned that way to look sexy. 
Finally, we talked about the Nikon ad, and one girl immediately brought up that the woman 
under the caption Coolpix 3100 has bigger breasts than the woman under the caption Coolpix 
2100 because the ad wants you to think that the better camera will give you bigger breasts. The 
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girls also mentioned that they felt sorry for the woman with smaller breasts because this ad looks 
down upon girls with small breasts and covertly tells them that they should want larger breasts.  
The girls had so much to say and I wanted to keep the discussion about the ads going, so I 
ran out of time to thoroughly discuss the Instagram images. I quickly put each one up on the 
screen and asked the girls how they felt when they saw manipulated images like this on 
Instagram, and they commented that they realize how most images are filtered and therefore 
unrealistic. I was very much out of time at this point, so I concluded by saying that the point of 
this lesson was to make you more aware that the women you see in ads are not real, so it is 
harmful and useless to compare our own bodies to theirs and we should focus instead on what 
people’s personalities have to offer rather than their looks. Overall, I was very pleased with how 
the lesson went. I covered three different ads and conducted rather sophisticated visual analyses 
with a group of 40 seventh-grade girls. The girls seemed to really understand what I was saying, 
and they responded very well to my delivery and style.  
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Visual Analysis Worksheet 
Bodies: Does the human body look natural or idealized? What are its proportions like? How 
does the ad treat the people in it?  
 
Composition: How are the different parts of the ad organized? Are certain objects larger or 
smaller? Is there a focal point? Are the different objects unified or spaced apart? Are any images 
repeated? Does the makeup (composition) of the ad direct the viewer’s attention in a particular 
way?  
 
Space: Is the space inside the ad 2D or 3D? Is it separated into different parts? Does the ad allow 
the viewer to be apart of its space?  
 
Colors: What kinds of colors are used? What associations to you have with the colors? What do 
the different colors do to the main objects? Why are certain objects particular colors?  
 
Light: What kind of light do you see in the ad? Is the ad bright or dark? Are there shadows? 
What do the lights accomplish? Do they highlight a person or a product? Do they make a certain 
atmosphere?  
 
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
What does this picture tell you about the product? 
 
 
 
How does it inform you about the characteristics, properties, or benefits of the product? 
 
 
 
How does it encourage you to buy the product? 
 
 
 
Does it also try to “sell” something that goes along with the product?  
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It's Amazing How Much The 'Perfect 
Body' Has Changed In 100 Years 
The Huffington Post  |  By Nina Bahadur, adapted by Alexa Danoff  
!
A woman with a "perfect body" in 1930 would barely get a second look from Hollywood 
producers or model casting agents today. 
Addiction and eating disorder recovery site Rehabs.com worked with digital marketing 
agency Fractl on a project looking at the origins of Body Mass Index (BMI) measurements, 
and how the bodies of ideal women have compared to national averages over time. And their 
findings show that models and movie stars are getting smaller than the average American 
woman at unprecedented rates. 
Though BMI measurements don't distinguish between fat and muscle, and are thus fairly 
inaccurate in determining whether someone is obese or not, BMI data from the past makes 
for interesting comparisons. According to the Center for Disease Control, the BMI of the 
average American women has steadily increased over the past half a century, from 24.9 in 
1960 to 26.5 in the present day. 
In a similar vein, Rehabs.com found that the difference between models' weights and the 
weight of the average American woman has grown from 8 percent in 1975 to over 23 percent 
today. The bottom line? There's more of a noticeable gap between the bodies of idealized 
women and everyday people. 
Picking up on this disparity, brands like Dove, Debenham's and H&M have made efforts to 
include diverse body types in their catalogs and ads. Organizations like The Representation 
Project are working to educate women and girls about media literacy and how to handle the 
sexualized images of women we see on television, billboards and the Internet. (Of course, we 
still have a very long way to go.) 
In addition to the work of brands and organizations, looking back on the "ideal" women 
throughout the past century tells us just how arbitrary any vision of "the perfect body" is. 
Sex symbols have varied in terms of body shape, height, weight and tone, from the hourglass 
figure of Mae West to the waif-like Kate Moss. Though the diversity of these icons is limited 
-- they are all white, and none could be accurately described as plus-size -- it's gratifying to 
see that different body types have been construed as sexy, and likely will be again. 
Here's how the "ideal body" has changed in the past 100+ 
years: 
 
 
!
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The "Gibson girl" was the creation of illustrator Charles Dana Gibson, a type of woman that 
came to epitomize the ideal feminine beauty at the turn of the century. Gibson described the 
figure, who was tall with a large bust and wide hips but a narrow waist, as a composite of 
young women he'd observed.  
 
In 1910, he told a reporter for the Sunday Times Magazine: "I'll tell you how I got what you 
have called the 'Gibson Girl.' I saw her on the streets, I saw her at the theatres, I saw her in 
the churches. I saw her everywhere and doing everything. I saw her idling on Fifth Avenue 
and at work behind the counters of the stores." 
!
!
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Flappers were known for their bobbed hair, shortened dresses and "scandalous" behavior 
such as smoking in public and driving cars. Flappers rarely wore corsets, downplaying their 
breasts and waists, and often showed their ankles or knees.  
 
In 1920, a lecturer named R. Murray-Leslie described flappers as "the social butterfly type… 
the frivolous, scantily-clad, jazzing flapper, irresponsible and undisciplined, to whom a 
dance, a new hat, or a man with a car, were of more importance than the fate of nations." 
 
!
!
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Hollywood star Mae West could not have been more different from the flappers. She 
emphasized her waist and hips, flaunting her figure through close-fitting dresses.  
 
West allegedly once said: “Cultivate your curves -- they may be dangerous but they won't be 
avoided.” 
 
 
 
 
 
 
!
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During World War II, the ideal moved away from the unattainable curves of Mae West and 
the carefree attitudes of the flapper. Stars like Rita Hayworth had flawless skin and healthy, 
slender bodies, a look not too far away from that of the average American woman. 
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Sex symbols of the 1950s include Marilyn Monroe, Jayne Mansfield and Betty Page, known 
for their long legs and busty hourglass figures. Pin-up girls like Sophia Loren and Brigitte 
Bardot exuded glamour.  
 
"The body is meant to be seen, not all covered up," Monroe once said. 
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Along with the sexual revolution, the 1960s brought with it a new beauty ideal -- slender and 
long-legged. High-fashion model Twiggy Lawson became famous for her small frame and 
"androgynous" look -- a nod to the flapper ideal.  
 
Twiggy has spoken out against the thinness ideal while recognizing her own role in 
perpetuating it.  
 
"I was a very, very skinny model in the 60s, but naturally... that's what I looked like," She 
told The Huffington Post in 2010. "I ate. I always said I ate, and I looked like my dad who 
was very skinny, so I think that's genetic... if you are 17 years old and you are 5-foot-11, the 
chances are you're going to be thin." 
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The ideal 1970s beauty was tanned with flowing hair and a slim, toned body -- an athletic 
look with minimal or "natural" makeup. Actress Farrah Fawcett was considered one of the 
decade's most beautiful women.  
 
The '70s also saw the rise of anorexia nervosa as larger numbers of women strove to be 
thin.  
!
!
!
!
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As an athletic body type became more popular, "hardbodies" -- incredibly toned, slim 
women -- were considered incredibly attractive. Being thin was ideal; being thin and strong 
was even better. According to Rehabs.com, 60 percent of 1980s Playboy models weighed 15 
percent less than the healthy average weight for their size.  
 
Actress Jane Fonda was the face of the fitness craze and the epitome of the "hardbody" -- 
her aerobic exercise videos sold millions of copies.  
 
The 80s also saw the introduction of supermodels like Naomi Campbell and Claudia 
Schiffer, whose tall, thin bodies were far from the average American woman's body type. 
 
 
!
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In the 1990s, models got drastically thinner. Kate Moss' waif-like appearance in her 1993 
Calvin Klein campaigns featured pale skin, angular bone structure and extremely thin limbs. 
 
Moss has famously said, "Nothing tastes as good as skinny feels." 
 
 
!
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The 2000s brought us the reign of the Victoria's Secret Angel -- tall, thin and leggy models 
with big breasts, flowing hair and toned bodies. Brazilian model Adriana Lima has been a 
VS Angel since 2000. 
 
 
 
 
 
Media Attitudes Questionnaire  
(Irving, DuPen, & Berel 1998) 
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Please read the following statements and write the number that best indicates your feeling or 
agreement with the statement. 
 
1= Completely Disagree 
2= Somewhat Disagree 
3= Neither Agree nor Disagree 
4= Somewhat Agree 
5= Completely Agree 
 
1.! Typically women look like models in ads. _____ 
2.! Typically women are as thin as the models in ads. _____ 
3.! The models in advertisements are real people. _____ 
4.! I could look like the models in ads. _____ 
5.! I could be as thin as the models in ads. _____ 
6.! Most women could be as thin as the models in ads by exercising and/or dieting. _____ 
7.! Models in ads are intelligent. _____ 
8.! Models in ads are beautiful. _____ 
9.! Models in ads have perfect bodies. _____ 
10.!Models in ads have lots of fun. _____ 
11.!I would like to live my life like the models in ads. _____ 
12.!I would like to be like the models in ads. _____ 
13.!I would like to be one of the models I see in ads. _____ 
14.!I would like to have a body like the models in ads. _____ 
15.!I would like to look like the models in ads. _____ 
16.!Being thin makes you happier. _____ 
17.!Being thin makes you have more fun. _____ 
18.!Being thin helps you make more friends. _____ 
19.!Being thin makes you more popular. _____ 
20.!Being thin makes you more attractive. _____ 
21.!I plan to go on a diet to lose weight in the next 6 months. _____ 
22.!I want to lose some weight in the next 6 months. _____ 
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6 Things We Lose From Objectifying 
Women (and Men) 
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One of the worst fears I have for my future children is that they will grow up in a culture 
where beauty has a shallow definition. Today, we seem so at peace as we continue to 
objectify women (and men to a lesser degree) on a daily basis. I'm terrified this culture will 
continue for my children, and one day they'll dishonor the beautiful people around them, 
just because they're not dancing naked in front of them. 
I don't want my future children to grow up like this. I don't believe any of us do. So why 
don't we stop it in its tracks today? 
Maybe the reason sexual objectification still occurs today is because we're not thinking of 
the cost we'll have to pay for it tomorrow. 
It's difficult to think about tomorrow, but if we go through life with blinders towards the 
repercussions of our current actions, we'll only taint our future culture. 
So, I'm doing something new every time I encounter sexual objectification in mainstream 
music videos, commercials or advertisements. Instead of writing off the objectification of 
women and men, I think about everything we have to lose from perpetuating this culture, 
and let that propel me to be sensitive towards the issue, enough to change it. 
Here are a few of the things I can see us losing from continuing this culture: 
1. Good Art 
I recently watched a music video, and it was atrocious. The man in the video was of course 
fully clothed, while women were literally naked. The first thought that crossed my mind 
after watching this video was did this artist really think having women portrayed like this 
will improve his art? 
Truth is, you deprive art of its inherent beauty anytime you zap life out of the living.  
If you turn living, breathing men and women into naked, silent objects to be gawked at, you 
rip away the possible beauty of what could be if only they were represented as they truly are. 
2. Sensitivity to Beauty 
Sometimes, I believe we are numb to what true beauty is. It's not being looked at and craved 
after for only a moment; it's seeing the heart and essence of a person draped in their natural 
wonder. 
If we continue to objectify women and men, we'll lose our ability to recognize true beauty 
when we see it. 
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There might be some of you who believe that the naked body is beautiful, and I agree. But 
true beauty is treasured, not flaunted. When you take your treasures and parade them 
around, you deplete them of their value. 
Don't settle for a sub-par standard of beauty. 
3. Rational Reasoning 
I'm insulted every time an advertisement uses sexualized women or men to draw 
consumers. The seller always appeals to something carnal, taking reasoning and rationality 
out of the picture as if we cannot function in that capacity. 
It's an insult to our humanity that sexual objectification has carried on this long, because it 
just goes to prove that sellers were successful in appealing to us in crude ways. 
Let's prove we're smarter than what sellers make us out to be. 
4. Realistic Expectations 
The more we continue objectifying women and men in our advertisements, the more 
dissatisfied we will be that no one in reality matches up to this fantasy we see. 
Plain and simple, objectifying men and women skews our expectations of what they should 
be like in reality. We start to favor the lie instead of relish in the truth. And last time I 
checked, nothing substantial is built on lies. 
5. Respect 
I never looked at a man who juggles women as if it's his day job and said, "that is one 
respectable guy." I would do the same thing if a woman were doing that to men. 
People who have no respect for the life around them earn no respect themselves. If you 
devalue people, there is not much value to your own character, despite how many good 
deeds you've done. 
6. A Culture of Freedom 
We pride ourselves on being a country of complete freedom when ironically, that freedom is 
mocked in our own advertising. We oddly perpetuate a culture where equality is subtly 
stepped on by how we picture men and women. 
The truth is, we are losing our equality the more we objectify people and see them as less 
than they should be. 
I recently heard a man say, "today's complacency is tomorrow's captivity." After I heard this, 
I remembered that freedom is something you fight for. Let's preserve the culture of freedom 
that we love by speaking up and taking action. 
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I want my children to grow up with tender hearts, sensitive to how creation clothes us. I 
want them to realize that all human beings deserve respect for the whole package of who 
they are, not just for their curves or muscles. 
But, I know that if I want my children to grow up within this environment, I'm going to have 
to fight for it today. 
It's time to shine a light on what's at stake, and step forward into a better future. 
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How social media affects body image 
By Jenn Savedge, Author of parenting books blogs about raising children and health issues 
 
We know photos in magazine ads and TV commercials are altered, but what about the Photoshopping on 
your friends' selfies? 
 
You think someone just snapped that selfie and uploaded it online? Think again. 
 
Traditional media outlets such as magazines and TV shows have come under fire in recent years for the misleading 
images they present and how they could affect a person's — particularly a young girl's — body image. Some 
advances have been made such as the promises from top outlets like Seventeen and Self magazines to show more 
realistic images of young women. But what about media that's not regulated by public opinion? Experts say that the 
images found on social media may be far more damaging to a user's body image. And unlike magazine ads, social 
media images are harder to avoid. 
  
Facebook, Twitter, Instagram and messaging apps such as SnapChat and WhatsApp have become the main means 
of communication for teenagers. In 2013, two-thirds of teenagers had signed up for Facebook, where images are 
posted and shared millions of times a day. And while teens have been lectured to over and over again about the 
powers of Photoshop and why they shouldn't trust the images they see in magazines and on TV commercials, they 
are less likely to grasp that even the most innocuous selfie from a Facebook friend may also have been altered 
before upload. 
  
Teens who are aware of the pitfalls of body image issues caused by the media might choose to ignore certain 
magazines or laugh at ads showing obviously Photoshopped models. But these same teens can't avoid the posts that 
show up in their social media feeds. As a result, they are seeing the world — including their friends and family — 
through a filter of cut and cropped images. In an appearance-based world, teens — and many adults — need to 
understand that unless it's meant for a laugh, most people won't post an image to social media unless it shows them 
in a good light. Even if they have to add the lighting and make other alterations before uploading.  
  
So what's a teen — or a parent — to do? In an ideal world, the answer would be for consumers to spend more time 
looking at real people and less time looking at altered images, whether the source is a social media "friend," or a 
company trying to sell you something. Boycotting social media is not going to happen. But it is important for all users 
to understand that they should be as wary of the images on these sites and apps as they would be of photos in a 
magazine. And to be equally wary about posting selfies that encourage people to comment on their looks because all 
it takes is one negative comment in a pile of positive ones to bottom-out one's self esteem. 
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